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ABSTRAK
Nurul Harmeynita Janrina Siregar. 8215139049. Pengaruh Kesadaran
Merek, Iklan Televisi, dan Harga terhadap Keputusan Pembelian Pasta Gigi
Pepsodent (Studi Kasus pada Konsumen di Perumahan Komplek Pajak
Kelurahan Cipadu Jaya Kota Tangerang). 2016.
Tujuan penelitian ini adalah untuk: (1) Menguji secara empiris pengaruh iklan
televisi (television advertising) terhadap kesadaran merek (brand awareness)
produk pasta gigi Pepsodent, (2) Menguji secara empiris pengaruh harga (price)
terhadap kesadaran merek (brand awareness) produk pasta gigi Pepsodent, (3)
Menguji secara empiris pengaruh iklan televisi (television advertising) terhadap
keputusan pembelian (purcashing decision) produk pasta gigi Pepsodent, (4)
Menguji secara empiris pengaruh harga (price) terhadap keputusan pembelian
(purcashing decision) produk pasta gigi Pepsodent, dan (5) Menguji secara
empiris pengaruh kesadaran merek (brand awareness) terhadap keputusan
pembelian (purchasing decision) produk pasta gigi Pepsodent. Populasi dalam
penelitian ini yaitu warga Komplek Pajak Kelurahan Cipadu Jaya Kota Tangerang
yang membeli dan menggunakan pasta gigi produk Pepsodent sebanyak 720
warga. Jumlah sampel ditentukan berdasarkan teori Roscoe yaitu sebanyak 200
responden. Metode sampling yang digunakan dalam penelitian ini adalah
purposive sampling. Metode analisis untuk pengolahan data yang digunakan
dalam penelitian ini adalah SPSS untuk uji instrument dan LISREL versi 8.7
untuk confirmatory factor analysis, uji t serta pengaruh langsung dan tidak
langsung. Hasil pengujian hipotesis menunjukkan: (1) Variabel iklan televisi
terhadap kesadaran merek pada model produk pasta gigi Pepsodent memiliki nilai
standardized total effects sebesar 0.24 dan t-value sebesar 2.81, sehingga hipotesis
1 yang menyatakan iklan televisi terhadap kesadaran merek berpengaruh sebesar
24% dan dapat diterima, (2) Variabel harga terhadap kesadaran merek pada model
produk pasta gigi Pepsodent memiliki nilai standardized total effects sebesar 0.43
dan t-value sebesar 5.12, sehingga hipotesis 2 yang menyatakan harga terhadap
kesadaran merek berpengaruh sebesar 43% dan dapat diterima, (3) Variabel iklan
televisi terhadap keputusan pembelian pada model produk pasta gigi Pepsodent
memiliki nilai standardized total effects sebesar 0.29 dan t-value sebesar 2.86,
sehingga hipotesis 3 yang menyatakan iklan televisi terhadap keputusan
pembelian berpengaruh sebesar 29% dan dapat diterima, (4) Variabel harga
terhadap keputusan pembelian pada model produk pasta gigi Pepsodent memiliki
nilai standardized total effects sebesar 0.28 dan t-value sebesar 3.46, sehingga
hipotesis 4 yang menyatakan harga terhadap keputusan pembelian berpengaruh
sebesar 28% dan dapat diterima, dan (5) Variabel kesadaran merek terhadap
keputusan pembelian pada model produk pasta gigi Pepsodent memiliki nilai
standardized total effects sebesar 0.40 dan t-value sebesar 2.44, sehingga hipotesis
5 yang menyatakan kesadaran merek terhadap keputusan pembelian berpengaruh
sebesar 40% dan dapat diterima.
Kata Kunci: Iklan Televisi, Harga, Kesadaran Merek, Keputusan Pembelian
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ABSTRACT
Nurul Harmeynita Janrina Siregar. 8215139049. The Impact of Brand
Awareness, Television advertising, and Price To Purchasing Decision
Pepsodent Toothpaste (A Case Study on Consumers in the Residential of Pajak
Cipadu Jaya Village Tangerang City). 2016.
The purpose of this study was to: (1) to test empirically the impact of television
advertising to brand awareness Pepsodent toothpaste, (2) to test empirically the
impact of price to brand awareness Pepsodent toothpaste, (3) to test empirically
the impact of television advertising to purchasing decision Pepsodent toothpaste,
(4) to test empirically the impact of price to purchasing decision Pepsodent
toothpaste, and (5) ) to test empirically the impact of brand awareness to
purchasing decision Pepsodent toothpaste. The population in this study are
residential of Pajak Cipadu Jaya Village Tangerang city who buy and use the
product Pepsodent toothpaste as many as 720 residents. The number of samples is
determined based on the theory of Roscoe as many as 200 respondents. The
sampling method used in this research is purposive sampling. Analytical methods
for the processing of the data used in this study is SPSS for test instrument and
LISREL version 8.7 for confirmatory factor analysis, t test and the effects of direct
and indirect. Hypothesis testing results indicate: (1) Variable television
advertising on brand awareness to product model Pepsodent toothpaste has a
value of standardized total effects of 0.24 and the t-value of 2.81, so the
hypothesis is one that says television advertising to brand awareness effect by
24% and can received, (2) variable price on brand awareness to product model
Pepsodent toothpaste has a value of standardized total effects of 0.43 and the t-
value is 5.12, so the hypothesis 2 states the price of the brand awareness effect by
43% and acceptable, (3) variable television advertising on purchasing decisions
on product model Pepsodent toothpaste has a value of standardized total effects
0.29 and the t-value of 2.86, so the hypothesis 3 which states television
advertising on purchasing decisions influenced by 29% and acceptable, (4) a
variable price against purchasing decisions on product model Pepsodent
toothpaste has a value of standardized total effects 0.28 and t-value is 3.46, so the
hypothesis 4 states the price on purchase decisions take effect by 28% and
acceptable, and (5) variable brand awareness on purchasing decisions on
Pepsodent toothpaste product model has a total value of standardized effects of
0.40 and t-value is 2.44, so the hypothesis which states 5 brand awareness to
influence purchasing decisions by 40% and acceptable.
Keywords: television advertising, price, brand awareness, purchasing decision
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